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he lighting display of any home and hardware 6 tore 
w usually its most attractive Eectjon. The twinkling 
I liflhts, stylish flsturea aod fancy fens stand out 
I aj flinst the utilitarian goods in the rest of the start. 
Lights attract cuitomera, Bayg Mike Bosart, 
national product manager for electrical product* at 
Jfeaver Lumber in Markham, Oat, If you have a wett- 
hghtad display it will catch the consumed eyes and they 
will go to it." 

But, itfs a double-edged word- Whilti a lighting display 
might be a store'u moil attractive feature, it also takci ft 
lot of work to stay on top of the current trends. Nothing 
could be worse than altructing people to an aut-af-feah- 
jon group of products. "The average retailer has to 
understand lighting ia a fashion business, Ynu have to 
efcay on top of il," says David McKenxie, vice*pr«udent 
of merchandising at Tim-BRMarts in Vancouver, BC. 
Those who commit themselves to the program see a 
prttty aignificant increase in Bales,* 

But, what are the current trends in lighting? What ia 
the best way to handle this hifih-maintenance lmu? And. 
what are flomecommoa mistakes to avoid? 

Just no you wouldn't he, ftheca, left in the dark Centre 
spoke with auveral lighting experts from across the 
country. We let them tell you what lighting products £rc 
getting the most attention and also what wiling strate- 
gies they've found work best in their stores. 

What's new? "At this time of year it's low-voltage out- 
door lighting," frays AX CheJtfs, Homo Depot's mer> 
chant for elsctricnl in Eastern Canada. "If* making up 
about five percent Of our lighting Bnd eleefcnaal Salus." 
Thufa excellent, he S*ya, considering outdoor lighting 
baa 24 feet of wall space in only two percent of the total 
electrical and lighting department. 

Speaking frfjm hia office in Toronto, Challia says one of 
the hottest new products In outdoor lighting is made 
from spun aluminum, which ia more durable than the 
common, plastic models and less expensive than the top- 
oMhe-line cast aluminum products. There's a trend 
toward h ligHttf&apui£, , 'ha soya, which in to create atinoa- 
phere and highlight the ejeterior fcoturca of a houSi; with 
outdoor lighting. "Some people are even putting them in 
Lrto end illuminating branches." 

Contractors And DlYers are buying the spun alu- 
minum products. They're a boon to contractors because a 
reasonable system rune about $400. So, for instance, 
they can offer an outdoor lighting system to a $4,000 
driveway quota for only a 10% premium, which is more 
likely io be approved than a more expansive quuLe for 
cast aluminum, 






with style 




Consumers are looking for high-end fixtures with special finishes. 



A lot of the aalss to DIYorS are upgrades, he says. Plaa- 
tic outdoor lighting has be*n around forever and 
although it's about quarter of the price of spun alu- 
minum, it requires constant maintenance. Look in any- 
one's backyard with plastic lighting, says Chains, and 
youU notice much of it ia cracked or missing UnstS and 
caps. *W> sell thousands of replacement pieces of plastic 
Outdoor lighting every year." 

ChalHs has also noticed an increase in the popularity 
of ceiling fans> due in part to new designs and fashion 
finishes. Polished brass and white arc staple colors, he 
say a, but the trend is toward finishes such as brushed 
steel, copper verde and antique white. 

Tim-Afc-Maits' David McKensrie has ajeo noted more 
activity in high fashion fixture* and finiaheH. "The trend 
is toward lesa function and mort decor/ People are look- 
ing for higher-end fixtures with special glasa and fin- 
ishes, he says. Better quality glasa with styliaed patterns 
and subtle, infused colors is now popular. The fixtures 
sold at Tim-BB^Marts are now mostly neutral colors 
such as brass, white and pevter, Bright colors — red. 
green and blue — are dimming in popularity. 

Recessed lighting is seeing a renaissance lately, 
McKemie says. "It's more inconspicuous und offett 
more specific lighting to highlight, various features of 
the Koine and direct the eye and not overpower the 
whole room with general light" It's vwy popular with 
interior decorators, but mnst of the sals* are to DlVers. 
"CbnSumen) teed home fashion magaztae-t and they're 
seeing a lot of recessed and indirect lighting, especially 
In kitchens." 

Track lighting is all but dead, he aoys, "simply because 
it's not b nice ardiitectural feature. Pbople are going for 
lighting that's not seen," 

Sales in fluorescent lighting have also increased. 
Attracted by its energy savings, consumers are choosing 
it, again, for their kitchens. The trend is toward cloud 
lighting, says McKentfe- Box lighting and California 
ceilings are out. 

Beuver Lumber alio nates consumers developing 
more sophisticated decorating ideas. Black and while 
are still popular choices, but there's a definite trend 
toward fashion colors like copper verde, "We're starting 
to move a lot of those products " nays Mike Rasart. It's 
something different to chuoBe from and it suits con- 
e tuner's personal tea tea." 

1. Thome* Llghtino/s collection ef fixture* and mirrors faalurts curve*, fibs 
and crests with a brorued'siNrer Finish. RSM 



Beaver Lumber re-established ita lighting department 
last year after it abandoned ita plan to oacluflivejy target 
general contractor supplies, "Our biggest struggle ia to 
get back into the fashion light business," Rasart says. 
"We had to start from switch." 

One of the challenges was to reel aim thevttll space from 
Beaver's outlets. If you give a dealer of a small store a Eaw 
extra feet, he's guing to take it. Now, we're asking for it 
back, 1 ' The average area devoted to lighting is a 12 by 2D> 
foot ceiling cloud and eight feel of wall space. 

Roaart baa found that on attractive display is the key 
to success. "You have got U> have a good, working display 
and turn it on so consumers can see it." Ks important, he 
Bays, to ensure every fixture is pperetaftnal. Resist the 
temptation to borrow part* from the display fixtures. "If 
they can't see it working, who's going to buy it?* 

McKertfti* agrees. The most important factor in 
lighting salsa is tha in-stora display. "The consumer 
hflB to see the fixture in an installed situation. An 
operating light is the moat effective way to go." Tim- 
BJt-Mart dealers decide how much space to devote to 
lighting, but MeKenzie believes that a Store should 
have a ceiling display or 15 square feet and 13 feet of 
wall space. "Some retailars dant put a lot of effort into 
lighting because it's a iaahioa category and they have 
td etay on top of it. You should constantly review your 
assortment to make aure you don't have outvoted 
styles. It w ill pay off if the effort iti made." P 



a, Fibur Optic Demons Introduces Forever Brio hi LED.bsaad Iflht etrinas for 
indoor/eiiiuaqf use that operate on standard AC house current 
without « transformer. Thiy future ultra ccol Illuminating lamps for sofuly, 
f upor «rorgy officiom using 90* Ism el acid city. Thoy coma in red. green. 
fiOld end mixed colors as well ea a new candlelight color K50 5 



3. V0S Systems otters Inula Voice™* a voice-* i; tested Hght switch which 
leu you turn s light on end off with A alrnpl* one-word command; Un.ni*. ft 
is also pre-progrsmm«d lo turn cn and oh* redioa, televiiiona* hn* »nd 
other small oppliancos from as (or avuny OS 2Q fesL Ths unit looks like a 
c ampul a; mouse and oil you do is plug H Into a standard outlat RS#6 
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HOW DID BE^tp^ll^-H^ 

terview, (#i#sx&ut^ Ns company's lackluster fir 

himssif, Now, Gortibh sa^s, it's tumarounql time; ^fferail, where else cap you . 
pick up 3 nickel bath fitting, 3 box of Ml Bubble and! 3 leather chair? See peg? 9, 



Saltan to Plug In 
Hoftibilectncs 

Also eyes troubled Braun brand 

Barpara Thou 

v NEW tORI^Otie of tiw nation^ top sroaMectrice infcksrti, 
Saltoti Inc., hps eealgd a licensing deal with lifetime Ho&n 
: Qorp, fco brin£ the Eofftita juiTne-»-whkh now brandy 
, gadgets and b^w&t^rtO small electrics. 

The announcement Waf made by William Ru<\ chiaf ex- 
, tXwtiv^ at ths Dunuld&Gtt 

'. Luikin and Jenrett^ consigner prnducta mnferenas httrG 

; :of Bvauit i*i£;ita0htijv%^ Gillette Co; hired J-E 

fMQIOTtoffimlj^ 

I f^y'e courting of Bniun, "Mfe y/ould interested in the 
Jarand nam**, li^a anyttoB in oj^irwWjy. These are product 
; bnes ttwt: wop]£ requo* sDEdbfbong. With Braun, we'd try 

Set Saltan, paty»4 



High Point Goes Boom 

By Angel 9cK raodor v p ) ■ 

HIGH roiNT. N.C-ThO ^wld'ala^e^harne fUrij^ingB^ 

: N«4 month's version of the High Point show, with 2,400 
. ffflhibifiors in more than 6 milljpp square feet of eWnxita 

space encompassing 150 buildings, -will swell by 2.5 million 

square fee spurt 6f niorBtj^.appart^ht 
; Merchandise Mart Fivpartipe last we^H « pn*urice4. 
'plana Jot yat another ^^r0piii")>uil4jng iii* High. SSpiffVi ^ 
: (The newly aimovne^ l?uiid^ ^Market Squcir? 

; on M*in, will oftV.4^909 wpiro fee* of GhcrwttM^ 
. at a ©net of $40 miUjan- Th,e 6a-^ry i^ov^m^^<w : ' 

nected to the u^uewt Furnitint; Fl^xa Buildinc, also 
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Bassett's Ad Blitz Focuses on Accessories 




By Nancy Meyer 

fMLSSETTp Va^£ecc*atrv« accessories 
are being given a healthy slice of 
Baissett Furniture IndudtrW $26 
million national advertising' com" 
paign and will be merchandised for 
the first time in a gallery in the com- 
pany's High Point showroom, 

'This is the first year we'll bo on 
national TVJ and we're making a brig 
push in accessories in March," re- 
marked Janice Hamlin, vice presi- 
dent of marketing for Bassett. 

On March 20, 6.5 million adver* 
tiding circulars will be in newspa- 
pers acro$s the US. and Puerto 
Rico, featuring a special value on 
oversized decorative mirrors from 
the Uttermost Co. The four-page 
tab prominently features the 46- 
inch-by-70-inob bandeerved, 

framed mnrar, which is available in gold leaf and silver leaf for 
$399 retail. Regular price is $590. 

The group will unveil a home-accents gallery 
in Bassett's High Point showroom. 

'It's a hugs discount; it's something that will really help our 
dnalBra," said Mary Leigh Wallace, marketing manager for Baa- 
sett. "Our dealers were very receptive to the promotion when we 
unveiled it last market 

"This is the biggeat promotion we've ever done, and it required 
a lot of work with our vendera," VYatfene added. 

''We're real excited because Lhasa oversized mirrors, called 
leanera, are really big right now at retail. This represents a 
tremendous value," said Barb Kennedy, president of The Ac- 
cessory Group, the Dallas-based sales organization that put 



Bassett's latest circular features a framed mirror, a shin 
tn adveruslftft for the lurntaure retailer. 



together the promotion. The Ac- 
cessory Group administers all of 
the home accents buying for Baa- 
sett; which is both furniture manu- 
facturer and retailer. Bassett has 
62 Bassett Furniture Direct stares 
and 75 At Home states, plua a 
large number of independent fur- 
niture dealers that sell Bassett 
turniture. 

Another accessories promotion 
is on tap for fall, although details 
have not been finalized. "It'll be a 
rug," Kennedy said. "We're look- 
ing to moke as big a splash as we 
can." 

To facilitate the buying process 
for Baesett'e 600-pIus dealers, The 
Accessory Group will set up a 
9,000-square-foot home-accents 
gallery in the Bassett showroom in 
High PoiaU The gallery will provide an in-depth look at 25 eo 
cessory lines that cover all categories. "It'll be the best of the 
best, to make it easy to shop/ 
Kennedy said. The prufcfruTO will 
enable dealers to find accessories that 
coordinate with the furniture, all in 
ona location. 

"It's a phenomenal opportunity This is a true added-value to 
their furnifcure-dealer base, " Kennedy said. 

Trankly, it's a huge advantage to us," Hamlin added. "We 
don't have time and we don't know how to accessorize with Bas- 
sett the way The Accessories Group can. The dealers will get the 
benefit of having the top sellers from each line to choose from." 

Spedal deals and promotions will be offered to dealers who 
write orders at market. "We wanted to be of service, solve a 
shopping dilemma and do what we could to increase their mar- 
gins, " Kennedy said. A 



LED-Based Decorative Lighting to Make Debut 



By Nancy Meyer 

YARDLEt ^Underwriters Laboratories 
(UL) has granted the £ret approval for 
LED-based decorative lights, paving the 
way for the technology to be marketed to 
consumers this Christinas. 

The optoelectronics division of Fiber 
Optic Designs, based here, received UL 
approval foe incVxtr/etxtdoor use of its For- 
ever Bright lina of decorative lights. The 
listing was granted under code UL 588, 
which certifies holiday and decorative 
lighting products, UL approval is signifi- 
cant, given the safety hazards associated 
with low-cost string 1 ights that, use incan- 
descent bulbs. M^jor retailers refuse Lo 
buy non-UL-liated lighting products. 

The LED-based Forever Bright lights 
use semiconductors encased in a olid 



epoty do not generate heat, have a lamp 
life of 200.000 hours, and have light 
output equivalent to a super-bright dear 
sot and five times that of super-bright 
colored set, aaid David Allen, president at' 
Fiber Optic Designs. 

Before this teclinology, decorative lights 
all had incandescent bulbs. The motivar 
Lion behind the development of this line 
was Allen'B frustration with traditional 
holiday lights, which have high defect 
rates, bum out easily and produce hunt 

"It's truly revolutionary; and from the 
feedback we've gotten, we believe it's the 
right product at the right time." Allen said. 

He added that the company has seen 
"uremendous interest from retail buyers" 
for the Forever Bright lina, "provided the 
lights oomph 7 with stringent UL testing." 



Now that approval has been granted, Allen 
said he foresee retail placement for the 
upcoming holiday season at many of the 
major maas merchants and Sped airy re- 
tailers aetive in the category. 

Major retailers are now sampling the 
Forever Bright lights in sets of 50 and 100 
and are expected to pUoe orders in coining 
weeks for the holiday 2000 season, Allen 
said. 1 

The line will retail for $12.99 to $14.99 
for a set of 100 in the melons. Brand-name 
incandescent holiday lights currently t&U 
for $9.99. 

"We are extremely price-conscious in 
our manufecturing and have gotten won- 
derful pricing on semiconductors based 
on the kind of volume we expect to do," 
Allen said- 4 
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stylishly technological 

Innovations fuel ongoing revolution in lighting systems 

As Was the case in 1999, decorative eral different colors, including green- Net 

lights — fueled by an ongoing revolU- light* in sizes and shapes appropriate foe use p; 

tion in technology and style — should on trees and poles will be unveiled as well, 

fly off retailers 1 shelves this coming reveals Hawy Webstein, senior vice presi- 
Christmas season. He adds chat with so much van 

In outdoor lighting, icicle lights are still cry available in the icicle and net or mesh 



expected to be huge sell- 
ers, with nec lighting — 
which eliminates the need 
to string lights on our- 
door trees and bushes as 
well as on indoor trees — 
a growing sub-cacegory. 

Icicle and net lighting 
top the list of hot prod- 
uct* ac Waterloo Gardens, 
Eaton, Pa- Clear varieties 
fare best, followed by blue and white. 
Longer icicles - the ones that "really look 
like drips* — are performing better than 
their shorter counterparts, says 
Elise LebouriUifcr, buyer 

u Net lights are the 
big thing, in chaser 
and non-chaser styles , w 
concurs Jimmy Knips, 
president of three-unit 
Christmas Palace, Hiajeah, 
Fla- He predicts that next 
year will brig heightened sales of blue ici* 
cle lights and innovative variations on net 
lights. 

Indeed, manufacturers' plans fer 2000 
involve the introduction of icicle and net or 
mesh lighting line extensions to Veep the 
classification fresh. Far instance, although 
there is still substantial call for clear lights, 
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Forever Bright Lights from 
Fiber Optic Designs, Inc. 

GnltNo.276 ^ ^ 



markets, shortages — 
such as the paucity of 
icicles in 1998 — wQl not 
be a fictor goirig for- 
ward. New England 
Pottery's GKI division is 
also working on incorpo- 
raring color into icicle 
light SfcCS, notes Steve 
Pcrilli, vice president and 
general manager. 





Berry Lights from GKI. 

Cirrfe Sc. 27S . 



Vendors are injecting an equal dose of 
excitement into outdoor lighcing with more 
advanced LED products, which source* say 
are cultivating an audience 
because they are louger- 
hsring, cooler and more 
intense than conventional 
bulb lighdng. Fiber Optic 
Designs, Inc's Forever 3right 
lights will be available 
in antique candlelight, red, 
green and gold; clear LED 
\ bulbs will be part of the collection as well 
White and blue LED strings and LED ici- 
cle and mesh lights arc slated to be 
unveiled in 2001 



Color is increasingly important to light 
ing customers ac 48-store, MUmi- 
based Burdines. Buyer Merrill 



^ w m _ Kramar is selling real green, 

M-inami, Inc. will roll out icicle lights in sev. frosted pink and other "junky 




fashion colors" in tree lights. 
She cites blue — "from cobalt 
to pastel" — as the likely hot 
color for 2000. 

Also gaining ground are 



Christmas Light Co 

Circle No, 280 



Arizona Light Creations, Inc. 

Cirrff 277 

larger bulbs and bulb cov- 
erings, a pattern mer- 
chant attribute to con* 
Burners 1 belief that expen- 
sive exterior decoration 
warrants large-scale illu- 
mination. K C7s and C-9s 
are back with a vengeance, 
and sales there are way 
Up," LeboutiJiie: observes. 

"The philosophy today 
is 'the bigger, the better, 1 " 
agrees Sue Scott, presi- 
dent of Primal Lite. "C-?S 
are almost a staple now. n 

Gary Collins, director of marketing, 
Arizona Light Creations, says his firm is 
reacting to this trend by augmenting 
its Light Scamps (TM) line of fab- 
ric-covered, illuminated 
bal^ which may be sus- 
pended from trees, hous- 
es and the like. Ten-inch balls will 
carry "Merry Christmas," "Noel," 
Reason's Greetings" and 
''Peace on Earth" messages. H 




Adams Mfg. 

Circle :Va. 2AI 
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